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A REPORT ON THE IMPACT OF THE NEW POSTAGE RATES 


Analysis of a survey among leading experts in fields connected with 
direct mail - agencies, counselors, paper mills and merchants, 

enve lope mamifacturers, printers, lettershops, publishers, mail 

order operators, charities, industrial advertisers and users of the 
mil in many different classes of business, both large and smll. 
Report includes: Over 250 quotations, including specific "brainstorming 


suggestions" under eight classifications, on what should be done to 
counteract the increases in postal rates. 
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HOW TO LIVE WITH THE NEW POSTAGE RATES 


A Brainstorming Session Conducted by Henry Hoke, Sr. 


Before writing this report, I wanted to get opinions from around the 
country ..- from people in all kinds of activities connected with di- 
rect mail. So I wrote to 250 men and women who had attended Direct 
Mail Advertising Association conventions, or who are recognized 
leaders in their own particular fields ... both large and small com 
panies. I wanted to know (1) their opinion on what effect the new 
postal rates would have on the overall direct mail picture and (2) 
what ideas each had for overcoming or counteracting the increased 
cost of mailing. 


Tn the meantime, members of The Reporter staff personally interviewed 
hundreds of other people to see if their answers checked with those 
in the letter replies. 


We are now ready to give you the results of this brainstorming proj- 
ect by mail and in person. But two basic points should be cleared up. 


FIRST: There has been altogether too mich bellyaching about the post- 
age rate increases. That should stop. The rates have been fixed and 
we have to live with them ... and like it. Many of the reports in 
newspapers and *he trade press have been too much slanted toward the 
bellyaching. Quoted opinions, in many cases, were superficial and un- 
realistic. 


Many of our correspondents are agreed that some rate raises were in- 
evitable. The hard-working postal employees desperately needed a 
raise. Even after years of training, and even with the new salary 
scale, they are not making as much as a plumber's helper cr a truck- 
driver. That's why the Post Office has been hard-pressed to keep 
well-trained personnel who can be lured to better-paying jobs in in- 
dustry. The new pay scale may definitely improve the postal service. 
Personally, I'm glad the fine friends I have in the postal service 
have at last achieved a raise. They needed it. And deserved it. 


And many of our correspondents (most of them) said the rate increases 
would have to be absorbed, just as have increases in nearly every- 
thing else connected with advertising. Space and time rates have 
gone up and been absorbed. So have costs of paper, ink, printing, 
envelopes, labor, etc. For instance, I checked with an envelope 
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manufacturer to get the prices on two standard envelopes in 1948 and 
the comparative prices today. Figured on an average White Wove #2) 
plain at wholesale ... Number 6-3/) cost 53% more today than in 198 
and Number 10 showed a 2% increase. So ... our brainstorming ex- 
perts recommend that we stop bellyaching, accept the increases as 
inevitable, and just hope they won't get any worse. 


ECOND POINT TO CLEAR UP: Some of the reports in newspapers and the 
trade press indicated the "direct mail industry” was in shock or 
bordering on chaos. Who or what are they talking about? After 38 
years in direct mail, I haven't yet been able to pin it down to any 
one cohesive "industry" ... except possibly for the lettershops, or 
the printers who specialize in direct mail. 


Direct mail isn't an industry. It is simply an advertising mediun, 

or a method of doing business ... of commmnicating. Direct mail is 
unlike any other medium of advertising. The publishing, radio, tele- 
vision, outdoor, car card industries supply the means of transmission. 
But each user of direct mail manufactures his own individual vehicle 
of communication. 


Direct mail bas so many ramifications. It's nearly impossible for 
any person in one restricted field to predict what someone else in an 
entirely different field will think or do in a specific situation. 


So reports of gloom, shock, or chaos mst be weighed carefully to see 
if the opinion-voicer isn't just worried about what might happen to 
his own pocketbook or bank account. 


You can't compare the impact of the postage rates on mass mailers 
with the relatively unimportant percentage increase to a firm like 
Union Bag & Paper, whose Yoon Yun campaign cost $25 per prospect 
name for thirteen mailings. 


4s one correspondent expressed it: "I believe the new postage rates 
will have only a slight adverse effect on all custom and highly spe- 
cialized direct mail promotions where the amount of postage per mail- 
ing is less than 25% of the combined printing, mailing and postage 
cost. On the other hand, the adverse effect will grow in direct pro- 
portion to the increase of postage as a percentage of total unit cost. 
This will hit hardest at the level of mass mailings to consumer lists 
where the amount of postage is such a high percentage of the total 
cost that the new increases can be the equivalent of a 20 to 30 per- 
cent cost increase to the miler." 


So .-- in addition to stopping bellyaching, let's stop talking about 
the "direct mail industry" being sorely hit. Instead, let's think 

of all the different types of direct mail users; whether the new rates 
will have no effect, slight effect, or serious effect; and if so, what 
can be done about it. 
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Here are the statistical results 
of the first question in our 
brainstorming-by-mail project. 


What will be the impact of the new postal rates on the overall direct 
mail picture? 


27% prophesied a DECREASE in volume, but many qualified prediction by 
saying decrease would be temporary with later pickup after costs 
were absorbed. 


24% predicted an INCREASE in volume because direct mail generally 
would be improved. (Personal comment: Only part I didn't Like 
about increase predictions was that big mailers would dump mass 
mailings the end of the year to beat January 1 deadline on 13¢ 
minimum bulk. This, it seems, would be a mistake ... (1) it's 
poor selling strategy and (2) it would just about wreck the Inm- 
pact Study ordered by the Congress ... by slanting it incorrectly.) 


said flatly that the new rates would make NO DIFFERENCE in over- 
all direct mail picture (except, perhaps, quality improvement). 


expressed no opinion on overall effect, but gave ideas for im- 
provement. 


Only one correspondent mentioned chaos, but he was talking about the 
million mailing operators, or those working on too-small margins. 


In support of these opinions, we have report of a poll taken by Bob 
Delay of Waldie and Briggs, Chicago (assisted by Pete Hoke) at the 
Ste Louis convention of the National Industrial Advertisers Associa- 
tion. Better than 80% of the industrial advertising managers said 
the new postage rates will make absolutely no difference in their use 
of direct mail. They will absorb cost in increased budgets. (The 
others polled stated they would economize by cutting mailing lists.) 
In many industrial cases the per piece production cost is high to 
selected lists, and the postage is a relatively unimportant part of 
each unit. Parmaceutical manufacturers are in practically the same 
situation. 


In other words, you cannot lump all direct mail into an "industry" 

and predict how the new rates will affect everyone. Users and uses 
are different. Charities, for example, won't be affected greatly 

for they still get the non-profit l¢ minimum rate ... but if they use 
business reply envelopes their costs will go upe On the other hand, 
straight mail order houses may suffer until they learn how to counter- 
act the increases. Public utilities, insurance companies, retailers 
have entirely different problems ... with emphasis on the increased 
cost of monthly billings or statements. 
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But judging from the tone of a majority of the letters we've received, 
the so-called "direct mail industry” is definitely NOT in a case of 
shock. And I definitely am not writing this report in a Pollyannaish 
attitude to cushion an alleged shock. After reading these seriously- 
written letters from hard-boiled business people, I felt prouder than 
ever to be associated with this complicated direct mail medium. There 
are so many keen thinkers. 


Before getting into the brainstorming suggestions for counteracting 

the rate increases ... we'll give you a few opinions on what impact 

the rates may have on the overall direct mail picture. There were 
hundreds of quotable opinions, ranging from extremely pessimistic to 
overly optimistic. Naturally, many of the thoughts were duplicated 

++ So in behalf of brevity, only the most pertinent are revealed here. 
Because of the duplications, and also because some writers did not want 
to be quoted directly, all personal names have been eliminated. 


Here first are pessimistic opinions, but it should be emphasized that 
among the 27% who prophesied a decrease in direct mail volume ... most 
of the arguments advanced were the same as those used during the con- 
gressional hearings in Washington. So, no use in getting into that 
battle again. 


PESSIMISTIC REACTIONS 


"Another political action aimed at the big guy but resulting in fur- 
ther squeezing of the little fellow." 


"May force many small neighborhood mailers out of the advertising pic- 
ture." 


"Woe to the small mail order operators faced with recession worries and 
price competition." 


"For the marginal operator, this could be their swan song." 


"look out for more attacks by newspapers and politicians. They have 
drawn bloodi" 


"Executives who hold the purse strings and who have been hard to sell 
on the use of direct mail will now be harder to sell." 


"Increase will be hard on the marginal operations, and on what can truly 
be called 'junk mail.'" 


"The 2¢ rate will cut third class bulk mail by a small percentage for 


the immediate period, but the real decrease in third class mail volume 
will come when (and if) the 23¢ rate goes into effect in July 1960." 


"The impact study that Congress has directed the Commerce Department 
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might be very misleading in what it shows. Strong likelihood of bulk 
third class volume increasing jn the first half of 1959 because many 
mailers who have been using first class mail at 3¢ might very well 
decide to use 2¢ bulk third class, or 3¢ non-bulk third class when 
first class rate is h¢. Also, mailers who have been using post cards 
at 2¢ might switch to bulk third class." 


"Airmail may drop as much as ),0% in use." 


"Higher postal rates will reduce our small profit by at least 25 per- 
cent, postpone raises for our employees, and reduce income taxes col- 
lected." 


"Mailers now 'just getting by' will automatically fall by the wayside." 


OPTIMISTIC REACTIONS 


"Hang up the weep towel and the crying rag to dry. We'll have to 
learn to live with the new situation." 


"Nothing will stop direct mail from soaring to new heights." 
"Perhaps direct mail will become of age at last." 


"I'm a little nauseated at the way some direct mail practitioners are 
protesting the increase. We have it, let's accept it." 


"I find no hysteria over this issue anywhere, simply a calm determina- 
tion to go on doing an ever better job of using the mails profitably." 


"What will happen? Nothing. Nothing. Nothing. Formalized media, 

TV, newspapers, magazines, radio, etc., raise their rates and adver- 
tisers continue to use the media. Sure, they may gripe and bitch a 

little, but they know advertising is the only way to move people and 
move merchandise." 


"Mail order and direct mail users will find it possible to pass along 
postage increases like any other increases in costs, such as paper, 
printing, merchandise, etc." 


"Direct mail's unique advantages cannot be duplicated by other advertis- 
ing media. It will still be the most economical and effective advertis- 
ing medium for many products and services." 


"In no sense are the rates going to sound the death knell or even re- 
strict direct mail's rate of growth." 


"Nothing will change, just raises in prices. Every item used by con- 
sumers has increased. They will accept increases due to higher post- 
age rates." 





"Everybody knows there is terrific waste in direct mail. Maybe postage 
increases will result in the elimination of some waste." 


"All of us, worthy of our salt, will try to get better results in order 
to make up for the increased cost." 


"We are in for a rough 'shake-down cruise! but when we are checked out, 
direct mail will still be very much in evidence. As Dean James Landis 
said to the Harvard Law students assembled December 8, 1941, 'The 
future may be bloody, but it is not black.'" 


“Direct mail advertising worth doing at the old rates is still worth 
doing at the fractional increases. Instead of being a lethal blow, 
these increases may be a beneficial thing. They bring home forcefully 
the need for experienced professional counsel on direct advertising." 


"Most of us who have been in this business 30 years and have weathered 
a couple of depressions know that no matter what you do to it, direct 
mail is a pretty robust business." 


(Notes: This comes from a non-profit organization which refuses to ac- 
cept the exemption on third class and mails everything at commercial 
rates.) "No need to get in a sweat on a relatively small increase in 
direct mail costs. Just look at the whopping increases in production 
costs that we all have absorbed successfully during the past ten yearse 
New methods have done it and new methods will get us out of this 
squeeze in better shape than ever." 


"Don't think it will make as much difference as some believe it will. 
Few, if any, of us have stopped advertising in media in spite of the 
fact that we have had constant increases in page rates." 


"The pharmaceutical houses will be able to make their adjustment to the 
extra cost without too mich trouble." 


"Could result in better respect and appreciation for direct mail by the 
general public since the new rates will bring about a better quality." 


"This may knock out some of the people who should not use and ruin di- 
rect mail as a medium, and leave the field open to those who are more 
capable of creating and producing worthwhile direct mail material." 


"I feel that the 'junk mail' appellation is of much greater consequence 
than the postage increases." 


" ..e the raise in postage will improve direct mail. It will kill the 
‘junk mail' because it will become too costly for the junkies." 


"There will probably be two opposite approaches to counteract the high- 
er postage rates. Some will downgrade the quality of paper and print- 
ing. Others will upgrade their direct mail in the hope of securing 
better returns." 
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"Higher rates might force higher standards, and that is very good." 


"The real creative men and women in direct mail will be more valuable; 
will come into their own." 


"The one thing that has managed to survive through the scurrilous at- 
tacks levelled at it, is the irrefutable fact that direct mail does do 
the job it's supposed to do for merchants, wholesalers, retailers, manu- 
facturers, jobbers and anybody else who used it wisely and consistently. 
Not the Postmaster General, nor the Small Business Administration, nor 
the Secretary of Commerce, nor anybody else can change that." 


"Direct mail is still the least expensive way to have a message deliver- 
ed." 


"The impact on direct mail by the recession has overshadowed anything 
that the higher postal rates could do to direct mail volume." 


"Means a new look into every operation of direct mail." 
"If direct mail costs more, users will be more discriminating." 


"I find it difficult to believe that any mail order business could be 
operating successfully on a basis where $5 to $10 increased mailing 
costs will make the difference between life or death." 


"The cost for a direct mail sales call will still be only a fraction of 
the cost of a personal call. The cost for sales calls is also going up, 
and at a mch faster rate. An official estimate of the cost for a sales 
call in the industrial field is between $15 and $20. Even after the new 
postage rates go into effect, it will still be possible to make a mail 
sales call for between 10¢ to 15¢. 


"Golden opportunity for direct mail service companies to present new 
ideas to bring more effective results." 


"One bright note is that direct mail people have always helped each 
other. More than ever before, we will find ourselves in an idea-sharing 
era. What you're doing right now is ample proof." 


"Suppliers should do everything possible to inform people about the in- 
creases without hullabaloo." 


"New ideas for low-cost mailings will be developed if creators are not 
wedded to the 'way it has always been done.'" 


"We will need success stories of firms that find direct mail still most 
successful in spite of nigher postage. The Reporter, Direct Mail Adver~- 
tising Association, Mail Advertising Service Association, etc., must 
feed these success stories to agencies, producers, etc., to help them 
sell harder." 
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"Don't give up. Only the weak will surrender. The world is not going 
to come to an end and every one of us should use every bit of ingem- 
ity at our command to overcome adverse factors as we have always done 
in the past." 


PART TWO 





It has been difficult to analyze and classify all the hundreds of sug- 
gestions made in letters and conversations. Each suggestion was typed 
on a card ... then shuffled, reshuffled, duplications eliminated and 
finally broken down into logical groups. These groups seem to be: 


A. Overall or general observations. 

B. Routine handling of business mail. 

C. Alternatives to the mil. 

D. Planning and testing. 

E. Special mail order problems. 

F. Supplies, formats and production. 

G. Copy. 

H. Lists (brought most comments, largely vitriolic). 


So ... first let me give you a few general observations on what should 
be done. You'll notice a few advise doing practically nothing; others 
think it should have been done long ago. At least the quotes should 
help you to think out your own problems. 


(A) General overall observations: 





"learn to keep a stiffer pucker in the upper and sell more intelligently." 


"The $5 increase in postal rates should not have been needed to force 
improvement in mailing techniques. The good operators are doing it 
constantly." 


"T don't think the way to counteract the postag increases is to save 
money elsewhere. Assuming we are speaking of professionals, we have 
already trimmed our costs wherever we can. Reductions made fundamental- 
ly for the purpose of meeting a cost-per-thousand budget can do more to 
destroy the effectiveness of a campaign than they can save in promotion 
costs. The increased postage makes it mandatory to invest more, in 
both time and money, to increase the effectiveness of a particular mail- 


ing.” 


A printer says, after listing many suggestions: "All of these cost- 
saving ideas you and I have tried to promote for many years, but ap- 
parently only an operation like this makes many people realize that 
our recommendations are still good." 
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"We've thought all along that we were applying our best brains to the 
daily problems, but the impetus of the postage increase will force us 
to do things better than we have ever done them." 


"There is only one way to solve today's problems, from both the re- 
cession and postal increase stmdpoint: We mst make our direct mail 
more effective than ever. That means new copy approaches, new packag- 
ing, new uses of colored paper and inks, improved list building so 
that the list covers the market more adequately, better illustrations 
and layout." 


"Two real results will be: (a) an increase in mail order pricing so 
that the customer actually will absorb a good part of the additional 
costs, and (b) a general retreat from the use of fringe lists." 


"It will only cost us an extra penny or two to condition a prospect for 
our salesmen. After all, this is negligible when you consider our 
initial orders run well over $50 and a customer repeats this a minimm 
of twelve times per year. To get a legitimate prospect for a maximm 
of 12¢ more, one mailing per month, certainly isn't going to break our 
organization." 


"Must set for ourselves individual standards of ethics and observe 
them. It will help to build the confidence of the public in advertis- 
ing, and more particularly direct mail and mail order advertising." 


"There is a great danger of increased misrepresentations and false 
claims to hike up results. The Direct Mail Advertising Association 
and the Mail Advertising Service Association should launch an educa- 
tional and persuasive campaign against this." 


"Give more publicity to the advantages of direct mail over other media. 
They can't take them away from us by raising ratesi" 


"Press hard. Keep pressing. Be noisy, but nice in getting the Post 
Office Department to render a mich more efficient service." 


"Just plain looking around and keeping your eyes open can mean savings." 


"Anticipating the new rates, we raised prices to offset increased sell- 
ing and delivery expenses because we were forced to do so to stay in 
business at a profit." 


"Zveryone appears to be analyzing just about every penny spent for 
routine postal operations." 


"Improve mailings more than enough to pay for the increased cost." 


"It's not enough to gt on the right track, and stay on the right 
track. You've got to keep moving, or you will eventually get run 
over." 
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"Any step that can be taken to counteract existing costs after the 
increases go into effect should have been taken before they went into 
effect. The mere increase in postal rates will not bring into being 
any new ideas, devices, methods or processes." 







"One thing we'll have to guard against is false economy." 









"Tt is not going to be worthwhile to mail cheap-looking direct mail at 
the coming postal rates." 







"Upgrading will be called for." 






"Tf you can figure out how to send out a larger volume of mail profit- 
ably, the overhead expense portion of total expense does not rise usu- 
ally nearly as.rapidly as direct expense, with the result that the 

overhead applicable to each thousand pieces of mail comes down. 








"Get more qualified direct mail personnel." 







"Unit costs higher, hence fewer units per budget buck." 





"The only way in which direct mail can counteract the postage increase 
is to become more effective - to produce more orders, more inquiries, 
and more impressions than in the paste" 







"More public relations efforts on national and local levels." 





"Keep up the good efforts in Washington for the long-range good of di- 
rect mail." 










"Study The Reporter more closely as well as any other sources which can 
help us to make our advertising more effective." 









(B) Routine handling of business mail: 





Surprisingly, not many of our correspondents mentioned this part of the 
problem. But it's an important subject since much routine mail is tied 
in with direct mail ... answering inquiries, followups, settling com 
plaints, invoicing, collecting and just ordinary business letters. The 
cost hike here will be tremendous, but of course it's a business ex- 
pense and the Treasury Department will suffer most from lower taxes. 














But many things can be done by smart management, no matter the size of 
the company, to reduce correspondence handling and postage cost. As 
one writer put it: "These are things that we should be doing all the 
time, but it is human to be lax when the pressure isn't on.” 












But another, less optimistic, viewed it this way: "Nothing can reduce 
-the increased costs of first class communication between this company 
and its customers. We'll have to pinch our pennies for printing and 

advertising even more in the future." 
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Here are some of the suggestions made ... in brainstorming fashion. 
Not listed in order of importance. 


le Banks, public utilities, stores, insurance companies can re- 
examine their billing practices to cut down on unnecessary mailings. 
Combine more billings. Ome insurance company is reported to be plan- 
ning to eliminate all monthly and quarterly premium notices ... and 
will send out a yearly group slip reminder, similar to time payments 
on cars and utilities. Study your own billing practices for possible 
postage savings. 


2. If you have been using 2¢ postal cards (now 3¢) for price changes, 
brief notices to dealers, salesmen, etc., you might want to change to 
slower but cheaper third class. 


3. Conversely, some firms can save money on stationery, typists' 
time, etc., by using the 3¢ postal card for acknowledging orders, 
quick answers to questions, etc. People will be conscious of economy 
and won't resent a postal card answer. 


4. Re-examine all your mail handling procedures - incoming and out- 
going. Eliminate waste motions. Reporter booklet, "How to Think About 
Production and Mailing," covers routine handling. Still available at 
$1. Also recommended: Pitney-Bowes (Stamford, Connecticut) booklet, 
"29 Timely Mailing Tips to Help you get More for Your Postag Dollar." 
Worth reading. No charge. 


5S. Pay closer attention to personnel costs and personnel training. 
Try to do a better job of management to make present personnel more 
productive. 


6. The increase in mail rates will emphasize the importence of making 
each business letter do its job better. Check the savings possible 
with automatically typed, first class letters. 


7- Look for "free-rides," such as selling or informative inserts with 
statements, and with routine letters when appropriate. (This also ap- 
plies to many mail order operations.) 


&. Re-examine your inquiry handling. As one of our experts puts it: 
"When you get a nibble, or land a customer, treat your quarry well, so 
he'll stay on as acustomer. There is too mich tendency, these days, 
not to answer letters, not to meet complaints, not to make sure that 
the customer feels he is appreciated." 


9. Train your personnel... typists to do better work, dictators to 
compose better, shorter letters to get most out of every communication. 


10. Re-examine your stationery. Is there a possibility of saving 
money by using smaller forms for short letters? 


ll. Consider the possibility of changing cver +. window envelopes for 
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all correspondence. Saves one extra addressing and the labor-saving 
alone makes up for a lot of increased postage. Window envelopes 
(glassine) cost on the average of only 90¢ more per thousand than 
regular envelopes. Clear windows about $1.90 per thousand more than 
plain. 


WARNING! There is one joker in the new Postal Law which everyone 
should know and be alarmed about. If you have a copy of Public Law 
85-l:26, see page 9, section 210 (a) and (b). The Congress has author- 
ized the Postmaster General to make: 


"A thorough investigation and study of the feasibility and desir- 
ability of (1) the establishment, by regulation of the Postmaster 
General, of such number of categories (but not less than two cate- 
gories) of specified length and width dimensions for envelopes to 
be used for the trmsmission of first-class and third-class mail, 
as the Postmaster General may determine to be necessary or desir- 
able to increase the efficient handling of the mail; and (2) the 
establishment of an additional charge on any such mail transmitted 
in an envelope which does not conform in length and width to one of 
such dimensional categories for envelopes. The report is to be sub- 
mitted to the Senate and House of Representatives, on or before 
February 1, 1959, together with recommendations for any necessary 
legislation." 


Moves in this direction have been going on behind the scenes for some 
time ... by those who want to mechanize the Post Office for pushbutton 
control. But the stamdardization of all business mail is unthinkable. 
The PMG could rule that only #6-3/ or #10 envelopes could be used at 
regular rates; all others could be taxed double rate or more. Such a 
scheme could destroy the basic advantage of direct mail ... a nearly 
unlimited number of formats. We'd become a nation of robots ... our 
business lives and conduct governed by the whims of an unsympathetic 
Postmaster General. We should all fight against this idea as it de- 
velops further. 


12. Consider possibilities of economizing on all typing operations by 
adopting a simplified letter form similar to that recommended by the 
National Office Managers Association. Block form, no salutation, no 
complimentary close. 


13. Remember average first class letter (P.O. estimates) weighs less 
than 1/2 ounce although you are entitled to one ounce for the new li¢ 
rate. Consider all possibilities of getting your money's worth. 
"Free ride" enclosures - anything to build business, goodwill, or get 
publicity. 


14. If you are using business reply envelopes, you might experiment in 
getting your correspondents to furnish their own envelope and postage. 

Qne correspondent is already experimenting by printing on invoices and 

orders, "Deduct 10¢ for the use of your stamp and envelope." May have 

possibilities. 
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15. Consider seriously and test the possibility (suggested by many) 
of substituting first class mail for nearly everything you previously 
sent by airmail. Will mean l¢ instead of 7¢. Recent tests indicate 
regular first class going through just about as fast as airmail. The 
Post Office and airlines won't like this ... but it's worth trying. 
Remember airmail is of little advantage if you use it for delivery 
during a weekend. 


16. Have a brainstorming session of your own office staff. Only a 

few suggestions here ... but your staff members may come up with ideas 
which will offset the postage increase. One of our correspondents 

liked the letter he wrote us so much that he called in all his employees 
connected with typing, mailing, etc., and read it to them. Brainstorm 
ing can be fun ... and profitable. 


17. Many large companies are planning to combine their mailings to 
branch offices, salesmen, etc. Instead of individual executives writ- 
ing to individuals in other offices, all letters and memos go to control 
mailing department to be combined in one mailing. Can save many dollars 
in postage. 


(C) Alternatives: 





May as well get rid of this subject quickly, as we all hope there won't 
be too many alternatives for direct mail. Here are a few suggestions 
made, or opinions expressed. 


l. Develop other selling methods which might be less expensive. 
2. Concentrate more subscription drives on field selling. 


3. “We will turn more to TV advertising." 


« 


4. Merchandise your direct mail through your salesmen. Get more lit- 
erature distributed by salesmen, dealers, retailers, etc. 


5. Increase experiments with space advertising, car cards, match books, 
magazine inserts and other response-getting media. 


6. “We will consider wider use of trade journals." 
7. Compare cost per inquiry by direct mail as against trade papers. 


8. "Strive for the highest degree of harmonious reciprocal relation 
between direct mail and other selling forces - space and time advertis- 
ing, merchandising, personal selling. Direct mail of itself is a power~- 
ful selling and advertising force. It can help and be helped by co- 
ordinating its organization and its operation better with the other 
forces of selling." 


9. Consider possibilities of cooperative mailings with others. Par- 
ticularly applicable to groups of merchants or service businesses in 





restricted trading area. 


10. Me avenue which those who sell by mail might pursue, is to con- 
sider the possibilities of increasing the value of their product to 
their buyers so that they are assured of more repeat business by mail, 
plus more sales through channels of distribution other than through 
the mail. 


ll. Exhibit in more trade shows to get wider distribution of advertis- 
ing material. 


(D) Planning and testing: 





There are many suggestions on planning and testing. We'll list a few 
but you can develop others which fit your individual business after 
you've had a brainstorming session of your owne Realize that some 
opinions differ greatly. You'll have to take your choice. We are not 
editorializing. 


l. "What steps can be taken? We're going to do everything. Analyze 
every step in mail operations." 


2e Plan direct mail strategy well in advance in order to gain benefit 
of quantity production and buying. 


3. Closer relationship with suppliers at the planning and thinking 
stages. 


li. Closer planning between mailer and mailing service to use most 
economical postage methods compatible with purpose of mailing. 


Se Tighter planning on campaigns (programs in which more than one 
mailing piece is involved). 


6. Do more research. Test more. Test more soundly with the guidance 
and on the basis of the known mathematics of probabilities. 


7- "Since direct mail will of necessity need to be more effective on 
a cost ratio basis, we should see much greater interest in research 
and testing." 


8. "The statistician, the testing genius, will become less important. 
we can't spend that kind of money testing for six months. We hav to 
know what to do and do it today. Direct mail people mist know their 
stuff." 


9. Testing shouldn't just be the test of one color envelope against 
another. Or stenciled return card showing through a window versus 
regular envelope with return card for the customer to fill in. Or the 
tilt of the indicia. The copy, the appeal, the urge to buy ... those 
are the things to test. 
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10. There will be less experimentation in all directions. Make mail- 
ings work harder. 


ll. Those who have been using straight third class mail should switch 
to bulk mail. 


12. Advertisers who never tested third class versus first class and 
airmail before will probably do so in the future. They'll discover 
areas where first class gets there as fast as airmail. 


13. Prediction: "Most first class users will test third class and 
more than half will switch to third class as a result of the tests." 


ly. Some who use first class mail and airmail reply cards and envelopes 
will change to third class for outgoing mail and regular reply cards and 
envelopes for returns. 


15. Tests are in order to see whether or not first class mail may be 
made to pay better than third class mail. For instance, The American 
Bible Society is considering a change in their receipt form which will 
permit them to use third class instead of first. These receipts rep- 
resent several hundred thousand pieces of mail every year. And The 
American Foundation for the Blind is moving to third class outside with 
first class on their return envelopes instead of first class inside and 
out. The net result is less postage cost. 


16. Have a file of “ideas that flopped." It is surprising how often 
a bad idea can crop up in the mind with a different set of clothes. A 
study of the "flop file" might expose this before it's too late. 


17. There will be greater use of inexpensive "pilot" mailings paving 
the way, for the costlier pieces, etc. 


18. Stick to proven techniques and formats. 


19. “There will be a great deal of testing currently of new and less 
expensive mailing formats; reduction in the number of colors employed; 
size and shape of mailing pieces; use of smaller envelope sizes, or no 
envelopes at all; use of lighter-weight papers, etc. There are the 
obvious dangers of reduction of quality." 


20. There seems to be a great deal of soul-searching on the question 
of shifting airmail expenditures to first class. 


21. “Recent test showed the business reply envelope produced 18% more 
orders per 1,000 than the return envelope. With first class postage at 
l¢ per piece, the prospect may be even more reluctant to use his own 
stamp. Hence, we think it will be necessary for us to continue to sup- 
ply the business reply envelope with prospect mailings." 
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23. "We do not plan to mail less, but we do plan to do a better market- 
ing job to develop many more thousands of trial subscribers and work on 
them for conversion to full-rate and full-time subscriptions." 


24. Make mailings more effective, so that one mailing will do the job 
of two or three, or the same number of mailings made to produce more 
business. 


25. Increase use of cooperative mailings where practical. (Duplicated 
in "C" as alternative for paying all your own postage.) 


26. Increase prices, hoping that with better selling effort your per- 
centages will remain approximately the same. It is entirely possible 
that increased margin of profit can more than offset increased mailing 
cost. 


27. Ease your postage burden by improving products or services so that 
they are easier to sell ... more acceptable. Said one publisher who is 
not worried about postage costs, but is spending real money on product 
improvement: "Rather than be a magazine that buys readers, we would 
prefer to be a magazine that readers buy." 


28. Cut prices wherever possible te remove resistance to getting 
orders. It is possible to increase percentages of returns more than 
enough to offset increased costs. 


29. Since the cost per sale (or inquiry) is so important, it will pay 
to keep more detailed records. Direct mailers of the future mst have 
facts to eliminate direct mail gambles. 


30. “Examine anew cost accounting systems and methods to guarantee 
that we have every bit of cost information necessary to make intelligent 


decisions." 


31. Multi-product advertising in a single mailing may increase to 
spread costs over a broader base. 


32. The increase in maximum weight for third class mail from 8 ounces 
to 16 ounces may very likely encourage more mailings which combine 
samples and advertising on several products. 


33. Whenever possible, send printed matter or samples by third class 
mail paying additional for first class letter enclose. 


34. Stop tipping in reply postage stamps and use business reply cards 
or envelopes. 


35. Combine mailings, reducing frequency, and stuffing all envelopes to 
the limit for bulk rate minimm postage. 
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36. Greater attention to followup of all inquirers at the point of 
purchase. 


37- "It will be necessary for all groups to work together in order to 
overcome the additional postal costs through a cleaner job, more hard- 
sell, and more efficient management in our operations." 


38. We all know that direct mail is the best selling medium, but let's 
find ways to convince consumers that direct mail is the best buying 
medium. 


39. Consider the possibility of an occasional mailing from a foreign 
country, such as Holland or Belgium where printing and postag@ rates 
are lower. But CAUTION: Under the International Postal Union Treaties 
this country can collect full amount of USA postage (in addition to 
foreign stamps) if you made the mailing primarily to avoid payment of 
our postage. You must have a legitimate reason for mailing, such as a 
department store announcing new fashions from Paris, or to tie in with 
an around the world theme. Consult The Reporter staff for foreign 
mailing facilities. 


(E) Special mail order problems: 





Some of the suggestions here could be included under other headings ... 
but they are of more importance to mail order operators. We'll give you 
brainstorming ideas plus quoted opinions. 


l. "Too many of us have learned to live with a 1% or 2% return and to 
be satisfied with that, rather than try for 5% to 10% response, or 
better." 


2. Find products with greater margin to promote. 


3. Develop new products, improve old ones, in order to increase mail- 
ing returns. 


4. Eliminate one mailing per year. 
5S. Raise prices wherever possible. 


6. Publisher: "Raise subscription prices after tests. Additional 
sales of related items to our Live list and through renewals. Publish- 
ing of anrmals as an additional source of revenue. Combination offers 
for several of our magazines in the same mailing." 


7. Too many publishers going hell-bent-for-election with cut-rate sub- 
scription offers. Makes public cautious about responding. May get a 
better offer later. 


8. One pessimist advises: "Go out of business." 


9. There has been only one report so far of a large mail order business 
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suspending operations due to anticipated losses from new postage rates. 


10. It is reported that one gift catalog mailer will reduce from ap- 
proximately 9¢ million in 1958 to 5-3/l million in 1959. At least, 
that is the present plan. 


ll. Use bulk third class mail over straight third class mail due to 
the wider spread between these two classes. 


12. Offer more items in the same mailing so that the percentage of 
return may be increased. Frequently a mailer thinks by concentrating 
on one item he can focus attention on it when, as a matter of fact, he 
may widen his market by offering several items. 


13. Use window envelopes and die-cut self-mailers to enable address 
on reply card portion of mailing to function as original mailing ad- 
dress and thus eliminate duplicate addressing. 


li. Place more emphasis on getting cash with order to eliminate col- 
lection expenses. 


15- Develop better and quicker followup of inquiries received. 


16. Find ways to induce prospects to pay return postage, thus avoiding 
the 2¢ premium above regular rates on business reply cards and envelopes. 


17. "Stop sending aeknowledgments of mail orders, except where there 
will be a delay. On orders which can be filled promptly, the invoice 
indicating shipment is the best acknowledgment." 


18. "Eliminate the mailing of receipted invoices to buyers of leaders 
advertised in newspapers and magazines. For items which run uniform 
as to price adopt a plan called ‘strip billing.' File cards and ship- 
ping labels are printed in strips of five. For each buyer a label is 
typed and the typing makes a carbon 3x5 card. All of the labels for a 
single item at a uniform price, stripped each day, are then made up on 
one invoice form that puts the sales onto the records. The shipping 
department gets a pile of labels all for a standard unit; the file 
cards are rubber stamped with an entry of the transaction, are cut 
apart at 3" intervals on a cutting board and filed." 


19. "We have discontinued mailing receipted invoices. If the customer 
orders only one item, the invoice copy (if paid in advance) is simply 
destroyed. If the customer orders two or more items, the invoice copy 
goes to the shipping department, with the shipping instructions and 
label, and the receipted invoice will be packed in box with the mer- 


chandise." 


20. Publishers particularly should read a report on a brainstorming 
session held by the National Circulation Round Table ... issued by 
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Associated Business Publications for restricted distribution to members. 
81 business-building and cost-saving ideas under four classifications. 
We ll done. 


21. It's been suggested that a mail order operator, perhaps a publish- 
er, siould make a test along these lines: If he mails 100,000 regu- 
larly at new bulk rate of 2¢, he would spend $2,000 for postage. Let 
him cut to 50,000 and mail at non-bulk rate of 3¢. Postage cost is 
only 31,500. Use the saving on both printing and postage to improve 
the 50,000 actually mailed. Increase weight to full 2 ounces instead 
of limit allowed for minimum bulk. Use 3¢ stamps on all pieces. The 
old three-center will look like first class for years to come. Idea 
worth investigating. The Post Office would probably not like it as 
they would have to do the sorting, distributing, etc. 


22. Cooperate with your local postmaster ... get all the facts ... 
speed your mail by early depositing, zoning and complying with all 
regulations. 


(F) Supplies, formats and production: 





Many suggestions in this division. Perhaps they belong with testing 
and planning. Check those which apply to your business. Some of our 
supply friends may not like a few of the suggestions ... but remember 
we are simply quoting from the hundreds of ideas submitted even though 
one idea may be exactly the opposite of another. That's what makes 
direct mail a fascinating subject. You couldn't get everyone to agree 


on any one thing. 


l. Depend more on suppliers, producers, agencies and counselors for 
new ideas, new methods and shortcuts to achieve lower costs without 


loss of quality. 


2. Printer: "The difference in the postage rates can be overcome 
through proper planning, with sufficient time to do the work without 
overtime and the elimination of alterations and changes that will come 


through thorough proper planning." 


3. Printer: We have been informing our customers not to be alarmed 
about the increased cost of postage. There are many things we can do 
with artwork, composition, paper, mailing techniques. Most pieces can 
be so planned that the unit cost per name on the mailing list can be 
held in line." 


4h. Printers for mail order customers can be of invaluable help, time- 
and-money-wise, if they will make an effort to guide the mailer on key 
breakdowns. A slight change in quantity or color of a key, for in- 
stance, can mean a saving of hundreds of dollars. 


S. There are very, very few direct mail campaigns so good that the 
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increased postage rate can't be offset by either a more economical 
handling or a more effective approach. 


6. We're bound to see a lot of experimenting in new forms in direct 
mail - self-mailers, novelty mailings, die-cuts and perhaps a lot of 
other ideas in the design of pieces. 


7e Reduce production costs. "More attention will be given to plan- 
ning our direct mail pieces so that we can save on graphic arts, paper 
and printing costs. For example, make two colors do the job of three. 
Make a smaller folder do as much as a large one. Use line drawings 
rather than half-tones wiere possible, etc." 


8. Stop wasting money on two colors. Either stick to economical one- 
color or go all out with three or more colors. 
9. Possibly use one color with Ben Day tones instead of two or three 
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colors. 


10. “ave already redesigned our mailings to save the first increase 
and have developed several new products. Hope to double our volume 
of mail at not too mich greater overall expense." 


ll. If people strain to reduce other costs they may end up with less 
effective direct mail, thus compounding the injury. Maybe the answer 
is to spend more on art, copy, paper and production. 


12. Improved training methods and supervision of mailing departments 
might pick up a fair share of the $5 per thousand increase. 


13. Mail order operator mst be a sharper buyer of printing, envelopes, 
etc. 


Uy. Too many users of direct mail are going to cheapen their mailings 
in order to make up for the difference in postage. Would be a grave 


mistake. 


15. "We don't plan to cheapen our mailings physically, but will con- 
tinue to buy quality materials as carefully as possible." 


16. New emphasis on production economies. 


17. "Let everyone examine his costs with a microscope. Maybe one color 
does as well as two; maybe third class results in as mch profit as 
first class; maybe less paper and printer's ink can give you a bigger 
profit than you are now getting. Conversely, maybe an improvement in 
list selection, copy and packaging will increase returns sufficiently 
to pay for the added postage expense. Maybe the product and the offer 
should be changed. A shakedown every so often is good for everyone." 


18. "Cut down on expensive one-shot #10 mailings where postage, order 
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blanks and envelopes will make up 80 percent of the total cost. Turn 
to catalogs, pile them full of merchandise, and cut production cost 
to the minimm on each item offered. Collateral material (order 
blanks, postage, etc.) will come down to 20 percent of the total in- 
vestment and you have the remaining 80 percent working to sell mer- 
chandise." 


19. Rush mailings make waste, errors, frequent losses. Plan mail- 
ings weeks ahead. More tims for extra punch in copy. Greater oppor- 
tunities to gang print jobs. 


20. Upgrade the quality of materials for greater effectiveness. 


21. "We spend substantial money on each of our direct mail pieces even 
though we could mail considerably larger quantities of cheaper material 
for the sane amount of money. Our results show that a better executed 
piece pays out." 


22. "We're just tackling our first revision to cut mailing weights. 
Major step is to reduce a booklet from 8xll to half that size. Result- 
ing savings on the booklet and its envelope will amount to more than 

the saving on postal rate." 


23. Mailers can utilize similar paper on different mailing pieces, but 
they have to be guided by the paper salesman. 


2h. "Pay a lot more attention to paper weights. We may find ourselves 
going to higher grades of paper but lighter weights." 


25. We're stuck with hy increase in minimum cost, but to counteract 
the 2¢ increase in the pound rate: investigate the use of lighter 
weight paper and card stock; reduce the number of pieces enclosed; 
search for lighter weight but durable packaging materials; exploit the 
"book and catalog" category. (No change in the 10¢ pound rate although 
there is the $¢ increase to 2¢ in minimum rate.) 


26. The use of postal cards will be drastically reduced, lighter weight 
papers will be used and alert paper mills will develop and merchandise 
new light-weight papers. 


27. You're going to see a wider use of postal cards. Even at 3¢ they 
are a wonderful buy - payer stock and postage for a mere 3¢. 


28. If the envelope costs more to send, it deserves to have better- 
looking contents. 


29. There will be a greater use of the envelope for advertising messages. 


30. Buy envelopes for a half-year or a year at a time. Take advantage 
of lower contract prices. (Important NOTE: See warning about threat of 
envelope standardization in Section A under item 11.) 
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31. Use mlti-purpose mailings where logical and possible. 


32. QM broadsides, the sizes will go to the limit as to weight and 
will cover more merchandise. 


33. Make catalogs self-mailers. The Post Office does a wonderful job 
of delivering these undamaged and you save the expense and handling of 
outside envelopes. You can bind in the works and tab seal a catalog 
for mailing far cheaper than you can insert the maximum extras. Any 
respectable printer can deliver a job ready to address at a palatable 


figure. 


34. The minimum postage for odd sizes mailed as bulk will increase 
from 3¢ minimum to 6¢ minimum and this will certainly mean fewer odd- 
size trick mailing pieces. 


35. Increase use of self-mailers. 


36. Diversify formats to get added attention. Don't stick to familiar 
formats from force of habit. 


37. For mail order, other formats may work just as well, if not bet- 
ter, than the usual letter, circular, order form, reply envelope. Some 
have had excellent results by substituting a newsletter format. 


38. Process letter on both sices of a small letterhead and eliminate 
the usual accompanying order card by printing it on bottom of second 
side. Use as statement stuffers. Very good results. Eliminates post- 
age, stationery, envelope and order card expense. 


39. Include letters and inserts as part of the booklet or folder runs 
eee as cutoffs. 


40. There will be increased mechanization - wider use of machinery in 
lettershops. New machines to do present mechanized jobs still better, 
and new machines to handle the jobs still done by hand. 


hl. Set up high-speed selective addressing system to be able to contime 
mailing to different categories. 


42. Printer: "Most of the house organs that we produce twelve times a 
year are now being switched over to ten issues a year. Those that go 
out six times a year are being reduced to four a year." 


43. According to reports, the associations connected with newspaper 
and magazine publishers, TV and radio intend to launch hard-sell cam- 
paigns in behalf of their own media. This poses a tough challenge for 
the suppliers and producers of direct mail. They should band together 
to sell the advantages of the medium with vigorous, imaginative efforts. 
Individually, they should strive for tighter management practices, 
elimination of all possible waste and stick to sound pricing policies. 
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(G) Copys 


Naturally, most of our correspondents had something to say about copy. 
An old song. For the past twenty years The Reporter has been pleading 
for more attention to better copy. Every month we run articles of 
criticism or suggestions for improvement ... and will continue to do so. 
But we'll list here a few of the most pertinent observations. 


l. One of the troubles with the world of direct mail is that most of 
the people in it who create it, produce it, bill for it, sell it, spend 
90 percent of their time worrying about the size of the paper, the 
postage bill, the color of ink, the difference between a bifringing 
hexo=-press and a trigonical square offset press. Instead of worrying 
about the important thing, which is ... what am I doing to help the 
bill payer, the user, the client make more money? 


2e Smarter selling, creative thinking about our clients' sales problems, 
then some good creative selling to bring more new users into the direct 
mail market. 


3. Direct mail agency: "This perhaps is heresy, but let's turn down 
a few clients. Refuse to take their money unless they have a quality 
product, a sound sales idea, and the money to successfully sell it to 
a market." 


4. The new rates will discourage the "any damn fool can write a letter" 
theory, thus creating increased opportunities for the experienced and 
qualified direct mail consultant. 


5. Maybe users will come to the conclusion that direct mail should not 
be the one type of advertising that can be put together by anyone with 
a typewriter and a "talent for drawing." 


6. When direct mail stirs sales action, clients are not going to even 
be conscious of the postege cost. 


7. There's going to be less "homemade" direct mail. There are going to 
be less people spending several thousand dollars on a campaign, having 
the copy written by a nephew who was good in college Inglish. The same 
fellow who thinks he can write a good letter wouldn't for a mimute try 
to lay out a campaign for the Saturday Evening Post, or dope out a com 
mercial for television. 


8. Stop writing spectacular copy. Start writing simple copy. 


9. Too much direct mail is lost in the Limbo of mediocrity. 


10. "Re-examine all copy to make sure we can eliminate the ordinary and 
humdrum and get back to basic mail order fundamentals of selling bene- 
fits to the buyers." 


ll. Re-examine all copy. Sure it's good, but it can be better. 
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12. Have more effective copy, layout and offers. 
13. Spend more effort selling the product rather than the price. 


lj. Use some outside copywriters who do not live with the product 
being sold. 


15. Operators will spend less time figuring out trick, clever, cock- 
eyed attention-getters, and more time bleeding over copy to make it do 


a selling job. 


16. Stop grinding out copy carelessly and in volume. Start writing 
less copy but give it greater impact, effectiveness. 


17. “After pounding out hundreds of letters over the years, I know 
how difficult it is to create fresh, new phrases that outpull the old 
tried and true selling words. Yet, this extra effort mst be made to 
make direct mail interesting to the prospects. Direct mail should be 
a pleasure to receive, a joy to read. It should put bits of beauty, 
humor and knowledge into the lives of those receiving it. Some of the 
TV canmercials and jingles are better entertainment than the program 
they support. So it should be with direct mail." 


18. Put more entertainment, education and information into your mail 
appeals. 


19. Cooperate with postal authorities, Better Business Bureaus, Fed- 
eral Trade Commission in helping to eliminate frauds, rackets, porno- 
graphic mailings ... all the things which affect the readership of 
your own mail by destroying public confidence in mail offers. 


(H) Lists: 


We saved this one until last for no good reason except the subject is 
more difficult to analyze for everyone ... and because it's most con- 
troversial. More correspondents mentioned the "list mess" than any 
other subject connected with direct mail problems. By statistical 
count, 60 percent of our experts claimed that poorly maintained lists 
accounted for most of the waste in direct mil. If corrected, could 
counteract entirely the total increase in postage rates. Only one 
correspondent differed. He wrote: 


"If the average mailing costs $80 a thousand and the postal hike is $5 
a thousand, is everybody suddenly going to clean their lists in order 
to save the $5? Shouldn't they have been cleaning them right along in 
order to save on the $80 per thousand?" 


I won't attempt to quote all the statements made. Many of them were 
duplicated and were of the obvious kind, such as "reduce mailings on 
marginal or fringe lists ... reduce size of list to only logical 
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prospects ... weed out questionable names ... use only highly selected 
mailing lists ... keep lists cleaner than ever ... more careful selec- 
tion and testing of lists ... cleaning up your lists is a logical ob- 
jective whether postal rates hurt or not ... test new markets and new 
sources of names ... make pinpoint mailings with special interest ap- 
peals to sections of the lists ... more effective specialized mailings 
to present customers for both additional business and referrals ... 
find out which classes of customers are nickel-and-dime buyers in a 
mumerically high mailing list. These margin customers may no longer 
be worth seeking out ... some reports have indicated that in certain 
lines of business 80 percent of the cash volume comes from 20 percent 
of the customers." 


The funny part about all this hullabaloo over "the list problem" is 
that we are getting back to where direct mail started moving ahead in 
the early 1920's. Direct mail was boomed as a selective medium ... to 
be used only for selective selling to known prospects or customers. I 
got a feeling from the letters read that we've all grown so big we've 
forgotten the word "selective." Too many think of size and mass mail- 
ings. That's what has caused most of the trouble. 





I'll now include some pertinent quotes with the hope that some of you 
won't let your blood pressure go up too high. Prior to the passage of 
higher postage rates there has been hell to pay behind the scenes among 
list brokers, list owners and list renters. In the works right now is 
a proposed code of ethics for the list business. It may see the light 
of day before the year is out. There have been charges that list owners 
are not maintaining their lists properly or not giving fair or accurate 


samples. 


On the other hand, some list owners claim they don't get clear instruc- 
tions from the brokers and the renters don't send supplies until after 
the set mailing date, or some such ballup. It seems to be a mess which 
must be cleaned up. List purchasers claim the lists are out of date 
before they get them. A constant squabble. 


At amy rate ... here are same quotes to think about. 


l. The average industrial user of the mail cannot afford a lot of extra 
"dead wood." 


2. Mailings should be directed to areas and states where the recession 
seems to be having the least effect. 


3. Make third class do a first class job for youe 


lk. Lists are still full of too many expense-creating inaccuracies. We 
can save still more money by further effort in this field. 


5S. “we are checking out all rented lists for duplication against our 
active subscriber list and we are also checking out all the rented lists 
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for duplication against each other. The immediate reaction, of course, 
is 'Boy, is that expensive; you'll never make out.' It is expensive 
but I do expect to make out and even if I do no better than wash the 
expenses versus the amount of money saved in not mailing duplicate 
pieces, I'll consider it completely successful. The reason is that we 
would have as a plus not mailing our active subscribers a promotion 
piece on something they've already bought." 


6. Develop a system to interfile prospects by years, categories, etc., 
to cut down on duplications. 


7+ Where direct mail is being used on a highly selective basis, it can 
be made considerably more effective by taking greater efforts to real- 

istically define and pinpoint the most likely prospects, thus eliminat- 
ing waste circulation. 


8. "The rate rise merely serves to point up the extreme importance of 
holding onto the very lifeblood of our business ... the customer's name. 
If inquiries or buyers are lost through postal department neglect or 
carelessness, then we really lose money. whenever we get back a nixie, 
or an illegibly scrawled new address, we shoot out one of our own 
specially prepared forms to either the customer (first class) or to the 
postmaster. They really work." 


9. Everyone concerned can devote more attention to better lists, and 
can also produce more effective direct mail. And the results will be 
better than ever. 


10. It may affect list compilations, now mostly made from directories 
which are a year old before they are published. 


Jl. For a mailer who puts his material in the mail for $60 to $70 per 

thousand, the $5 per thousand boost in the third class rate represents 

an increase of seven percent or eight percent. A general tightening up 
inmailing list control would save the average mailer considerably more 

than that. 


12. Counselors should be more specific in their recommendations as to 
wnat lists or markets should be covered by direct mail; i.e., don't di- 
rect the small advertiser into the use of a large list when only a 
relatively small portion of that list might be a prospect. 


13. “I shudder at the thousands of dollars many mailers are squandering 
year after year as a result of the shabby list maintenance that they at- 
tempt. It's all added cost they foist upon anyone renting their lists." 


ly. “As lettershop operators, we mst try to make our customers under- 
stand they can overcome the increased costs by paying more attention to 
the boring details of keeping lists absolutely clean, so that money isn't 
wasted on 'nixies'. Only one-third of our customers take proper list 
maintenance seriously." 
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15. "Better maintenance of miling lists. (last year nixies from our 
use of outside lists exceeded 9 percent and that's too high.) Better 
selection of miling lists, more information about them, better judg- 
ment in picking them. Creativity applied in developing new lists." 


16. List brokers and owners of lists should become more realistic in 
their charges to mailers for the rental of lists. Lower rental cost; 
reduce brokerage fees. Rental charge is not the only bugaboo. When a 
list owner charges $7 per thousand for stamping and releasing through 
the post office a thousand pieces of mil, then the charges are un- 
reasonable and the miler is only working against himself for the 
future use of his lists. 


17. Cut the cost of list rentals. By cutting the rental cost by $5 a 
thousand and the commission by 5% (15% instead of 20%) more milings 
will result. 


13. Many of us in direct mail are users as well as renters of mailing 
lists. With few exceptions, list rental is a lucrative sideline to the 
main activity of the list omer. Lists that are renting at $15 per 
thousand net the list owner $12. if the list is maintained on automatic 
equipment, seldom would the costs be as high as $1 per thousand for 
addressing the list. If list owmers would reduce their rental rates from 
$1 on up, it would be a big step in helping direct mil efforts of their 
customers (users of their list). 


* % 


That just about wraps up this particular project for the time being. 
But we'll continue to pass along more ideas in future issues of The 
Reporter. 


One of the last letters I received on this survey cam from a former 
student who has saved all back copies of The Reporter and who reminded 
me I could have saved a lot of time and trouble by going back and 
reading the article I wrote in January 198. So I went back and re- 
read it. Sure enough, most of this current report is all there. The 
problem then was spiraling costs ... what to do about them. If you 
can find an old copy .«. review pages seven to twelve. 





This present worry about increased postage rates can be summrized 
just as we summrized the answers to spiraling costs ten years ago. 


Combat spiraling costs (1) by substitution of methods and supplies; 
(2) by eliminating waste in formts, e planning; (3) by stream- 


lining processes and production. Avoid (1) copycat-itis; (2) insin- 
cerity; (3) using wrong techniques. Use the easiest of all formas 
for planning and writing direct mil: (1) mke it simple; (2) mke it 
easy to read; (3) make the min point bold. 
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Postal Rates 


Act 


For your convenience, here are new rates in various classes of mil, 
reproduced from Post Office Postal Bulletin for May 29, 1958. 
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